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Determinants of Consumers’ Intentions to Share Knowledge and Intentions to 
Purchase on S-commerce Sites: Incorporating attitudes toward persuasion 
attempts into a social exchange model 
 
Abstract 
This research explores s-commerce users’ intentions to purchase and to share 
knowledge by incorporating ‘attitudes toward persuasion attempts,’ ‘ease of use,’ and 
‘perceived usefulness’ into a social exchange theory model. A survey using an on-site 
purposive sampling technique was used to recruit the respondents, and an interception 
technique was used to approach the consumers. A total of 471 Korean consumers 
participated in this research. Based on 471 Korean social-commerce users, our results 
reveal that social exchange belief factors and a site’s usability affect user satisfaction, 
which subsequently affects users’ intentions to purchase and to share knowledge. In 
addition, attitudes toward persuasion attempts moderate the effect of satisfaction on 
users’ purchase intentions.  
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A growing number of researchers are becoming interested in identifying factors that 
contribute to social-commerce (hereafter, s-commerce) users’ intentions to purchase 
and to share knowledge (Zhang and Benyoucef 2016). Scholars suggest that social 
exchange theory (SET) can provide useful insights for examining the relationships 
between s-commerce sites and their users (Chen et al. 2015; Choo and Petrick 2014; 
Salam et al. 1998). Some studies have drawn on SET (see, for example, Choo and 
Petrick 2014; Kim and Park 2013; Lin et al. 2014) in recent years; nevertheless, more 
attention should be focused on exploring the different dimensions of s-commerce sites 
that can contribute to consumers’ social exchange processes. S-commerce is defined 
as a business model that uses social media to support business-to-consumer and 
consumer-to-consumer online interactions and support transactions (Wu and Li 2017).   
There are three research gaps in the current s-commerce literature. First, there is 
a gap in the current approaches used to analyze s-commerce users’ behavioral 
intentions. Approaches that emphasize SET beliefs may have overlooked the 
significance of virtual community platforms. However, approaches that focus on a 
system’s characteristics could undermine the relevance of s-commerce site users and 
user-user interactions. To build a successful virtual community, companies must have 
an effective virtual community platform and ensure that users believe that these 
platforms can promote friendly and meaningful exchanges between members (Lin et 
al. 2014; Tsai et al. 2011). 
Second, studies on the influence of different dimensions of SET beliefs (i.e., 
trust, reputation, and reciprocity) have reported inconsistent results. For example, Jin 
et al. (2010) determined that reputation has a significant impact on consumer 




effectiveness of SET beliefs when examining consumers’ behavior regarding the use 
of s-commerce and thereby weakens SET.  
Third, another area of online consumption research that warrants additional 
exploration relates to the effects of persuasion. Consumers have limited opportunities 
or may not be able to sample a product in an online environment; thus, a well-
designed s-commerce site alone may not be sufficient to stimulate a consumer’s 
intentions to purchase or to share information with others (Wu 2013). An s-commerce 
user’s behavioral intentions might be conditioned by the consumer’s attitude toward 
the vendor’s persuasion attempts (Prendergas et al. 2010; Sparks et al. 2013). 
However, prior studies have not investigated the role of persuasion in conjunction 
with SET beliefs when examining s-commerce usage behaviors. The question of how 
to credibly persuade users also poses a knowledge gap for businesses, which are 
increasing their spending on digital platforms and online promotions (Brooke 2017; 
Hall 2017).  
The purpose of this study is to explore s-commerce users’ intentions to purchase 
and to share knowledge by incorporating ‘attitudes toward persuasion attempts,’ ‘ease 
of use,’ and ‘perceived usefulness’ into an SET model. The main research question is 
as follows: ‘What are the determinants of a Korean s-commerce user’s satisfaction, 
intent to purchase, and intent to share knowledge?’ The objectives of this study are as 
follows. First, this study investigates whether a user’s attitude toward a vendor’s 
persuasion attempts moderates the relationships between satisfaction and intention to 
purchase and satisfaction and intention to share knowledge. Second, this study 
investigates the effect of SET beliefs (i.e., reputation, trust, and reciprocity) on 
consumers’ satisfaction with s-commerce sites. Third, this study investigates the 
effect of an s-commerce site’s usability (i.e., perceived ease of use and perceived 





2. Literature Review  
2.1. Social commerce 
Laudon and Traver (2016) defined s-commerce as e-commerce that is enabled by 
online social relationships and social networks. Kim and Park (2013) referred to s-
commerce as a new e-commerce business model driven by social media that 
facilitates the buying and selling of products and services. Liang and Turban (2011) 
suggested that s-commerce generally refers to the delivery of e-commerce activities 
and transactions through the social media environment, such as in social networks and 
by using Web 2.0 software. 
The concept of s-commerce surfaced in the research literature in 2005 
(Laudon and Traver, 2016). In s-commerce, Web 2.0 applications and social media 
facilitate interactions among individuals in online communities and social networks to 
support consumers’ acquisition of products and services (Laudon and Traver, 2016). 
S-commerce consumers are allowed and encouraged to create content, which makes 
these platforms more user-centric (Curty and Zhang, 2011). Shin (2013) claimed that 
s-commerce makes use of various social technologies to allow customers to improve 
their shopping experience. The popularity of social technologies and platforms such 
as social networking sites (SNS) has been a driving force of the rise of s-commerce 
since its first appearance (Hajli and Sims, 2015).  
Although s-commerce is subset of e-commerce, the two platform types differ 
in several business and IT aspects, including users’ motives, businesses’ value 
creation models, challenges and issues, technologies, modes of interaction and 
communication, and platform design (Baghdadi, 2016). For example, e-commerce 




community of consumers (Baghdadi, 2016). In addition, the original e-commerce 
platforms provided mainly one-on-one relationships between a seller and a buyer and 
used a product-centric business model. In contrast, s-commerce provides customer-
centric platforms and products and uses Web 2.0 technology to create new shopping 
trends in which customers leverage social networks for more efficient and effective 
transactions (Rad and Benyousef, 2011). To summarize, the most important 
characteristics of s-commerce include a consumer-centric community (Leitner and 
Grechinig, 2008a), crowdsourcing (Leitner and Grechinig, 2008b), multichannel 
shopping (Leckner and Schlichter, 2005), revenue models (Leitner and Grechinig, 
2008b; Kang and Park, 2009), and user-generated content (Ghose and Ipeirotes, 2009).  
 
2.2 Research context 
The online shopping environment is shifting to become a virtual social space for 
consumers. Electronic commerce’s (hereafter, e-commerce) share of total global retail 
sales is increasing at a steady pace and is expected to represent approximately 14.6% 
of total sales by 2020, which represents a significant expectation because e-commerce 
accounted for just 7.4% of total sales in 2015 (Social Commerce 2016). The growing 
importance of online social networks has contributed to this development. In 2010, 
the number of registered online social network users worldwide was approximately 1 
billion. In 2016, the number of registered users had increased to approximately 2.3 
billion (Social Commerce 2016). 
Online social networks have transformed the online consumption environment 
from shopping and buying products online to an environment where consumers 
socially share their experiences, information, and reviews with an online community. 




for s-commerce (Lin et al. 2014; Tsai et al. 2011). These features provide users with 
opportunities to participate, connect, and interact with one another via receiving and 
sharing information (Lu et al. 2010). Consumers have indicated that reading reviews 
and comments are two of the primary reasons for their use of social media, while 
receiving promotional offers followed as a close third (Social commerce 2016).  
 
2.3 Social exchange theory and social exchange beliefs 
 To support this investigation, this study adopts SET as its overarching theory. SET 
proposes that social behavior is the result of an exchange process in which individuals 
weigh the potential risks (e.g., time and money) and benefits (e.g., friendship and 
support) associated with their social relationships (Blau 1964; McFarland and 
Ployhart 2015). According to SET, relationships between members of a community 
can evolve over time into trusting, loyal, and mutual commitments if the individuals 
follow certain ‘rules’ of exchange (Cropanzano and Mitchell 2005). Moreover, when 
individuals act according to social norms, they typically expect reciprocal benefits 
(Blau 1964).  
SET has been applied to online consumption studies and social network 
research (please refer to Appendix 1). SET is appropriate for these studies because the 
meaning and interpretation of social relationships has evolved through physical 
interactions that can be observed when users interact with one another online 
(McFarland and Polyhart 2015). An increase in the ownership of smart mobile 
devices in the West and in certain emerging markets, such as Korea, has also 
contributed to the social exchange process between online community users because 
these devices provide convenient access to online social networks that allow users to 




Certain scholars who have studied consumers’ online consumption behavior by 
adapting SET have focused on SET-related factors that contribute to a user’s online 
experience, attitude, and/or satisfaction. Among the studies on consumer behavior 
individuals’ beliefs about online social exchanges have been considered as key 
antecedents of their online consumption experiences (Wu et al., 2014). The origin of 
social exchange belief-related dimensions is associated with the studies on beliefs and 
social relationships (Shiau and Luo, 2012). A belief can be considered to be a 
cognitively based evaluation of some object that reflects the information available to 
the individual assessing the object at a given time (Line and Hanks, 2016). Social 
exchange beliefs, therefore, refer to the individual’s evaluation of social exchange 
situations, such as whether or not to assist other online consumers.  
Through examining social relationships and individuals’ beliefs about online 
social relationships, Shiau and Luo (2012) proposed a social exchange model that 
includes trust, reputation, and reciprocity as the three belief-related dimensions of 
social exchange that affect a user’s satisfaction with an online vendor. Furthermore, 
satisfaction can also affect a user’s intention to engage in group buying behavior. The 
model is particularly suitable for the context of this study because s-commerce 
marketers continue to seek better methods to engage with users and encourage users 
to interact with each other (Lin et al. 2014; Lin and Lu 2011). Although the influence 
of SET beliefs has been examined, the results were inconsistent. The body of 
knowledge regarding this specific topic can be enhanced through further exploring the 
effects of SET beliefs on consumers’ online behavioral intentions.  
 





To consider the significance of s-commerce platforms, this study incorporates 
perceived usefulness and perceived ease of use into a social exchange model. From a 
theoretical perspective, perceived usefulness and perceived ease of use can be 
incorporated into a social exchange model to examine consumers’ satisfaction with s-
commerce, as it is a relatively new technology for consumers. Furthermore, an 
integrated model can capture users’ evaluations of the usability of an s-commerce site 
and users’ beliefs about a site’s ability to promote social exchange. Lin et al. (2014) 
and Tsai et al. (2011) indicate that building a successful virtual community requires a 
platform that encourages interaction and exchange between members; however, the 
system must also be usable. In addition, prior studies have confirmed the applicability 
of these factors in the context of e-commerce, online retailing, online social networks, 
and s-commerce (see, for example, Barkhi and Wallace 2007; Hsu and Lin 2008; Tsai 
et al. 2011). 
The present study incorporates perceived usefulness and perceived ease of use 
into a social exchange model but does not integrate the technology acceptance module 
(TAM) with the social exchange model, as this research plans to focus on users who 
have previously used s-commerce sites. Therefore, although perceived usefulness and 
perceived ease of use might be important antecedents to s-commerce users’ 
continuous usage intentions (Lin et al., 2014), whether a user will accept or reject a 
new technology or social networking site is less critical in this study’s context. More 
importantly, there has been increasing concern about the comprehensiveness of the 
TAM, and it is perhaps more appropriate in an organizational context than in an 
everyday consumption context (López-Nicolás et al., 2008). For this reason, some 
research has borrowed variables without using the whole TAM (e.g., Abdullah et al., 




et al. suggest that the TAM lacks the ability to account for social influence, which is 
essential to s-commerce.  
Lastly, because an s-commerce site, such as Groupon, generally includes 
multiple vendors, a user’s attitude toward the vendor’s persuasion attempts may affect 
s-commerce users’ intentions to purchase and to share knowledge with other users 
(Prendergast and Ko 2010). Attitudes toward persuasion may be particularly relevant 
in the context of this study because vendors on s-commerce sites want consumers to 
purchase their products and/or to share their knowledge and vendors’ product 
information with other users (Kim and Park 2013). In addition, vendors often compete 
with other vendors for consumers’ attention. Persuading online consumers can be 
challenging because it is easy for users to compare multiple offers in an online 
environment; however, they also have limited opportunities or are unable to sample a 
product in advance (Kim et al. 2010; Prendergast and Ko 2010; Wu 2013). From a 
theoretical perspective, scholars have advocated for the inclusion of persuasion 
attempts as one of the communication methods in SET when examining the exchange 
process between two parties (Liao et al. 2010); nevertheless, additional studies must 
be conducted to explore this relationship. The inclusion of this factor can benefit the 
existing literature on s-commerce and SET because prior research has not fully 
explored the role of persuasion attempts in conjunction with SET beliefs when 
examining user satisfaction and usage behaviors. 
 
3. Research Framework and Hypotheses Development  
3.1 Effects of social exchange beliefs on satisfaction 
Based on related prior studies and the identified research gap, this study proposes its 
framework (Figure 1). The first hypothesis concerns the relationship between trust 




appraisal of an s-commerce site (Dagger and David 2012). Trust refers to a 
consumer’s belief in the honesty of an s-commerce site (Wu 2013). Prior studies 
regarding online consumption have indicated that trust is an important factor for 
consumer satisfaction, as a physical interaction does not occur between the buyer and 
seller (Kim et al. 2009). Satisfaction is an important element for building a successful 
virtual community, such as an s-commerce site (Lin et al., 2014). Successful s-
commerce sites have used multiple methods to ensure that users can trust their system 
and service, such as using a credible third party to complete online financial 
transactions (Chen and Barnes 2007, Lin et al. 2015). Wu (2013) indicates that online 
consumers’ belief that they can trust the seller is an important antecedent to their 
satisfaction. Based on the studies conducted by the aforementioned scholars, users 
who believe an s-commerce site is trustworthy are more likely to be satisfied. As a 
result, we hypothesize (H1) the following: 
 
H1: Trust has a positive influence on users’ satisfaction with an s-commerce 
site. 
 
Second, this study proposes that reciprocity will positively influence a user’s 
satisfaction with an s-commerce site. Reciprocity is defined as a user’s belief that the 
s-commerce site he/she visited has an environment such that sharing information will 
lead to a future request for information (Shiau and Luo 2012). In prior studies 
regarding social exchange, reciprocity has been found to represent an important 
element (Cropanzano and Mitchell 2005; Golden and Veiga 2015; Khalid and Ali 
2017). Because reciprocity among users and between users and sellers is important, s-
commerce sites and online communities have developed methods of encouraging this 




reward points to users who answer other users’ questions. Related studies have 
stressed the significance of the belief in reciprocity to a user’s satisfaction with an s-
commerce site (Casaló et al. 2013; Shiau and Luo 2012). In other words, if a user 
believes that his/her efforts on behalf of other online users will be reciprocated in the 
future, then he/she will be more pleased with the s-commerce site. Therefore, we 
propose the following hypothesis (H2): 
 
H2: Reciprocity has a positive influence on users’ satisfaction with an s-
commerce site.  
 
Third, this study proposes that reputation positively affects a user’s satisfaction 
with an s-commerce site. Reputation is defined as the degree of a user’s belief that 
sharing information on an s-commerce site can increase his/her reputation (Shiau and 
Luo 2012). Prior studies regarding s-commerce have proposed that reputation is a key 
factor that affects a user’s experience and behavioral intentions (Jin et al. 2010; 2015; 
Kankanhalli et al. 2005; Lin et al. 2015). For example, studies regarding social 
identity in online communities suggest that certain individuals participate in these 
communities because it enhances their reputation and builds their online self-concept 
(Hsu and Lin 2008). Because an individual’s reputation is important for online social 
exchanges, online businesses and vendors have developed systems that provide 
buyers and sellers with more information regarding each user’s reputation, such as 
their honesty and level of knowledge (Lin et al 2015). This study proposes that users 
will be more satisfied with their s-commerce site usage if they believe that sharing 





H3: Reputation has a positive influence on users’ satisfaction with an s-
commerce site. 
 
3.2 Effect of an s-commerce site’s usability on satisfaction  
To investigate the effects of the usability of an s-commerce site, the first usability 
dimension variable that we examine is perceived ease of use. Perceived ease of use is 
defined as the degree to which a consumer believes that using a particular s-
commerce site would be free from effort (Davis et al. 1989). In the context of s-
commerce, online vendors have used different methods to ensure that their systems 
are easy to use because consumers may stop using their service if it is difficult to 
navigate (Ayeh et al. 2013; Yen et al. 2010). For example, when consumers plan their 
travel using consumer-generated media, such as TripAdvisor, the perceived ease of 
use has a direct effect on consumers’ site usage experiences (Ayeh et al. 2013). 
Consumers are more likely to form a positive evaluation of the site if they can learn to 
use the system within a short time. Prior studies regarding s-commerce have 
confirmed that perceived ease of use has a direct effect on user satisfaction (Wang 
2014). Therefore, we propose hypothesis (H4): 
 
H4: Perceived ease of use has a positive influence on users’ satisfaction with 
an s-commerce site.  
 
The second usability dimension variable that is related to the usability of the s-
commerce site examined in this study is the effect of perceived usefulness on user 
satisfaction. Perceived usefulness can be defined as the degree to which a consumer 
believes that using a particular s-commerce site would enhance his or her task, such as 




usefulness have been tested and confirmed for multiple contexts that are related to s-
commerce (Hess et al. 2014). For this reason, vendors have attempted to enhance their 
systems’ usefulness from the perspective of the user. Certain vendors provide 
personalized information based on a consumer’s prior consumption behavior and 
current location (Sun et al. 2014; Yen et al. 2010). Calisir and Calisir (2004) and Sun 
et al. (2014) have revealed that user satisfaction partially depends on the platform’s 
perceived usefulness. An online user’s expectations can be exceeded if he/she 
perceives that the s-commerce site is tailored to his/her needs. Therefore, we propose 
the following hypothesis (H5):  
 
H5: Perceived usefulness has a positive influence on users’ satisfaction with 
an s-commerce site.  
 
3.3. Effects of satisfaction on behavioral intentions  
This study proposes that user satisfaction affects the user’s intention to share 
knowledge with others and the user’s intention to purchase. A purchase intention is 
defined as a user’s desire to purchase from an s-commerce site (Deng and Li 2014). 
The intention to share knowledge refers to a goal-oriented desire to share knowledge 
about a product with others when participating in s-commerce activities (Erden et al. 
2012). Prior studies regarding consumer behavior have confirmed that consumer 
satisfaction with the products they consume, such as food, affects their behavioral 
intentions to purchase these products and to recommend them to others (Um et al. 
2006; Wan and Chan 2013). In addition, prior studies have confirmed that a positive 
relationship occurs between a user’s evaluation of an online community and his/her 




S-commerce network sites play a key role in bringing individuals together and 
facilitating relationship bonds or strong ties. If users have a strong positive evaluation 
of an s-commerce site, they will feel a strong desire to continuously engage with that 
site in the future (Lin et al. 2014). Um et al. (2006) and Wan and Chan (2013) propose 
that users are more likely to share their knowledge about a product and recommend it 
to others if they are highly satisfied with the s-commerce site (H6). In addition, Lin et 
al. (2014) confirm that users are more likely to make a purchase if they are pleased 
with the s-commerce site. We test the following two hypotheses (H6 and H7):  
 
H6: S-commerce satisfaction has a positive influence on users’ intention to 
share knowledge. 
H7: S-commerce satisfaction has a positive influence on users’ intention to 
purchase.  
 
3.4. Moderating effects of attitude toward persuasion attempts 
The final two relationships examined in this study consider that a user’s attitude 
regarding a persuasion attempt moderates the relationship between s-commerce user 
satisfaction and users’ behavioral intentions, i.e., intention to share knowledge and 
intention to purchase. For this study, an attitude toward a persuasion attempt is 
defined as the extent to which an s-commerce consumer modifies his/her intention 
toward a product because of an overall evaluation of a vendor’s persuasion attempt 
(Kenrick et al. 2005). Prior studies regarding consumer behavior have consistently 
shown that consumers perceive online consumption to be riskier than face-to-face 
transactions (Beldad et al. 2010). Furthermore, multiple vendors promote competition 
or similar products on s-commerce sites (Kim and Park 2013). For vendors to 




attempts, for example, perceiving vendor messages as credible (Hsieh et al. 2012; 
Sparks et al. 2013).  
Studies have reported circumstantial evidence that supports the concept that a 
user’s attitude toward a vendor’s persuasion attempt moderates the relationship 
between satisfaction and behavioral intentions. In prior studies on s-commerce usage, 
satisfaction is an emotion-related construct that evaluates users’ attitudes toward 
social networking sites (Lin et al., 2014). Previous studies regarding consumers have 
determined that attitude moderates the relationship between the effects of emotional 
reactions and behavioral intentions (de Matos et al. 2009). The results of these studies 
indicate that a consumer’s attitude toward a vendor’s persuasion attempt might be 
able to moderate the relationship between s-commerce satisfaction and behavioral 
intentions. If a user has a positive attitude toward a vendor’s persuasion attempts, the 
user’s satisfaction with the s-commerce site will have a greater impact on the user’s 
behavioral intentions, such as his/her intentions to purchase and to share knowledge 
with other users. We hypothesize that users’ satisfaction will more significantly 
influence their intention to share knowledge (H8) and intention to purchase (H9) 
when they have higher positive attitudes toward the vendor’s persuasion attempts than 
when they have lower positive attitudes toward the vendor’s persuasion attempts.  
 
H8: Satisfaction has a stronger positive influence on intention to share 
knowledge for users who have higher positive attitudes toward the vendor’s 
persuasion attempts. 
H9: Satisfaction has a stronger positive influence on purchase intention for users 
who have higher positive attitudes toward the vendor’s persuasion attempts. 
 




4.1 Sampling and data collection 
To examine this study’s proposed framework, trained interviewers were used to 
collect data. The respondents were contacted at pre-selected locations, including 
internet cafes. The sampling area for the primary study included Seoul, South Korea. 
South Korea is ranked first in the world for active social network penetration, with 
76% of the population using social networks (Social commerce 2016). Among the 
many cities in Korea, Seoul has the highest number of social network users. In 
addition, a sharp increase in the number of s-commerce users and firms has been 
observed (Kim and Park 2013). Numerous studies on consumer behavior and s-
commerce have been conducted in Korea (e.g., Jin et al. 2010; Kim and Park 2013; 
Lee et al. 2016). An on-site purposive sampling method was used to recruit the 
participants, and an interception technique was used to approach the consumers. This 
sampling method was suitable because the population was impossible to identify. A 
complete directory of Korea’s s-commerce users is not available; therefore, it was not 
feasible to select participants randomly (Bhattacherjee 2012).  
To qualify for the survey, respondents were required to be over 18 years of age 
and to have participated in s-commerce activities within the past three months. To 
ensure that participants understood the context of this study, a description of an s-
commerce site and examples of s-commerce sites were presented to the participants at 
the beginning of the interview. Of the surveys that were returned, 471 were deemed 
usable (78.5%). The survey took place between June and July 2015. Table 1 provides 
the participants’ demographic information.  
 
* Please insert Table 1 here  
 




The participants completed a survey that included two sections. In the first section, 
participant demographics were collected. The second section included 38 statements 
regarding trust (Shiau and Luo 2012), reputation (Shiau and Luo 2012), reciprocity 
(Shiau and Luo 2012), satisfaction (Shiau and Luo 2012), perceived usefulness (Yen 
et al. 2010), perceived ease of use (Liao et al. 2010), intention to purchase (Kim and 
Park 2013), intention to share knowledge (Erden et al. 2102) and attitudes toward 
persuasion attempts (Predegast et al. 2010). A five-point Likert-type scale was used to 
capture the items. The items for each variable are presented in Table 2. 
 
* Please insert Table 2 here  
 
5. Data Analysis and Results 
5.1 Model measurement 
IBM SPSS AMOS 24 was used to analyze the data. This study used a two-step 
approach to structural equation modeling (SEM) that was recommended by Anderson 
and Gerbing (1988). The following two items were removed because of low factor 
loadings: ‘Sharing my information on an s-commerce site, X, would enhance my 
personal reputation’ (reputation) and ‘I openly share my photo and camera-related 
experiences or know-how with community members’ (intention to share knowledge). 
The factor loadings of these items were 0.53 and 0.68, respectively. After these two 
items were removed, all of the loadings on the intended latent variables were 
significant and greater than 0.7 (Fornell and Larcker, 1981). Additionally, the 
squared-multiple correlations supported the reliability of the items used. All the 




the recommended threshold of 0.7, thereby supporting construct reliability (Hair et al. 
2012). 
The factor loadings and average variance extracted (AVE) were used to 
examine convergent validity. AVE refers to the average variance that is shared 
between a construct and its measurement (Fornell and Larcker 1981). Table 3 
indicates that the AVE values ranged from 0.61 to 0.76. These values confirmed the 
convergent validity (Fornell and Larcker 1981). Last, the discriminant validity was 
examined by comparing the AVE of each construct with the shared variances between 
each individual construct and all of the other constructs. The discriminant validity was 
confirmed because the AVE value for each construct was greater than the squared 
correlation between constructs.  
 
5.2 Common method bias 
Common method variance was checked using the marker variable technique. 
According to Lindell and Whitney (2001) and Craighead et al. (2011), the marker 
variable technique has performed better than other post-hoc statistical techniques. In 
addition, this technique can be used to correct common method variance. A 
theoretically unrelated construct (marker variable, MV) was employed to adjust the 
correlations among the principle constructs (Lindell & Whitney, 2001; Craighead et 
al., 2011). The present research selected the lowest positive correlation (r=0.001) 
between the MV and one of the other variables. Using the equations provided by 
Menguc and Auh (2010), this study computed the adjusted correlations and their 
statistical significances (Grayson 2007). The intercorrelations among the constructs 




above the diagonal, respectively). Out of the 36 correlations, this research found that 
the MV adjustment made no significant correlations nonsignificant and made no 
nonsignificant correlations significant. Lastly, the MV was included in the proposed 
model. These findings suggest that the relationships included in this study’s model are 
unlikely to be inflated due to common method bias.  
 
*Please insert Table 3 here. 
 
5.3 Structural model 
After the overall measurement model was determined to be acceptable, the structural 







p<0.001 RMSEA=0.059; CFI=0.942; NFI=0.921; GFI=0.923; AGFI=0.901), and the 
analysis results for the proposed hypotheses are presented in Table 4. Hypothesis H1 
was supported (t=7.7; β=0.32; and p<0.001). Therefore, trust has a positive impact on 
Korean users’ satisfaction with s-commerce. Hypothesis H2 was also confirmed 
(t=3.95; β=0.21; and p<0.001), which indicates that reputation has a positive impact 
on user satisfaction. In addition, Hypothesis H3 was supported (t=2.36; β=0.11; and 
p<0.05), which suggests that reciprocity affects a user’s satisfaction.  
Hypothesis H4 proposed that the perceived ease of use positively affects user 
satisfaction. The statistics supported this hypothesis (t=2.73; β=0.12; and p<0.01). In 
addition, Hypothesis H5 was supported (t=2.48; β=0.12; and p<0.05), which indicates 
that perceived usefulness affects user satisfaction. H6 and H7 were both supported 
(t=4.78; β=0.33; p<0.001; t=4.37; β=0.31; and p<0.001, respectively); therefore, user 





*Please insert Table 4 here. 
 
5.4 Moderating effects (H8 and H9) 
To test the hypothesized moderating effects of attitude toward the vendor’s persuasion 
attempts, an invariance analysis of different groups was applied. The participants 
were divided into two groups (i.e., high and low positively inclined attitude groups) 
based on their mean scores. Participants who scored higher than the average 
composed the high positively inclined attitude group (N=207), and those who scored 
below the average composed the low positively inclined attitude group (N=265).  
Initially, the structural models for the high and low positively inclined attitude 
groups were estimated without across-group constraints (i.e., unconstrained models; 
χ
2
=1647.449). Then, across-group constraints (i.e., constrained model; χ
2
=1767.009), 
in which the parameter estimates for the high and low expectation groups were 
constrained to be equal, were applied. Finally, a χ
2
 test comparing the unconstrained 
and constrained models was used to detect any moderating effects. The results 
showed some differences between users with high positively inclined attitude and 
users with low positively inclined attitude. 
To examine H8, this study constrained the path between satisfaction and 
intention to share knowledge. The result showed that there was no difference between 
the high and low groups (χ
2
=1647.449, p>0.05); therefore, H8 was not supported. In 
other words, attitude toward the vendor’s persuasion attempts cannot moderate 
satisfaction’s influence on users’ intention to share knowledge. To test H9, this study 
constrained the path between satisfaction and purchase intentions. The results showed 
a significant difference between the two groups (χ2=1656.336, p<0.01); therefore, H9 




purchase intention for users who have higher positive attitudes toward the vendor’s 
persuasion attempts. 
 
6. Discussion and Practical Implications  
There are three gaps in the current s-commerce literature. First, there is a gap in the 
current approaches used to analyze s-commerce users’ behavioral intentions. Second, 
studies on the influence of different dimensions of SET beliefs (i.e., trust, reputation, 
and reciprocity) have reported inconsistent results. Third, the effects of persuasion 
have not been fully explored. The following sections will elaborate on how this 
research might have narrowed these gaps.  
 
6.1 Analyzing s-commerce users’ behavioral intentions  
The results reveal that this study’s proposed model is appropriate. Prior studies related 
to online consumption have generally focused on the usability of platforms or the 
interactions between users. The former approach might undermine the importance of 
online social exchange, whereas the latter approach could overlook the significance of 
the platform. To contribute to the literature, this study incorporates the usability 
dimensions of technology into a social exchange model. The results of this study 
demonstrate that the satisfaction of s-commerce site users is not only built on social 
exchange beliefs but also depends on website designers’ understanding of the 
usability aspect of building virtual communities, such as enabling users to be more 
effective shoppers and providing clear instructions for making a purchase. In addition, 
these results reconfirm the importance of providing utilitarian value to online users 
(Ayeh et al. 2013; Sun et al. 2014; Wang 2014; Yen et al. 2010). This research may 
make some contributions to the s-commerce literature by incorporating ‘ease of use’ 




holistic perspective on the formation of consumer satisfaction with virtual 
communities.  
 
6.2 Examining the influence of SET beliefs 
The results of the data analysis support prior studies regarding SET beliefs. We 
discover that users are more satisfied with an s-commerce site if they believe it is 
honest, promotes reciprocal behavior, and can improve their reputation. More 
importantly, this study contributes to the debate regarding the effect of reputation on 
the users of s-commerce sites. Studies regarding trust and reciprocity have received 
more attention from scholars, and the results have been more consistent (Casaló et al. 
2013; Chen and Barnes 2007; Lin et al. 2015; Wu 2013); however, although the 
influence of online reputation is valued by s-commerce sites (Lin et al. 2015), fewer 
studies have analyzed this factor, and the results of these studies have been less 
consistent (e.g., Jin et al. 2010; Shiau and Luo 2012).  
The results of this study are consistent with those of Jin et al. (2010) and Hsu 
and Lin (2008) because reputation significantly affects the satisfaction of s-commerce 
users. S-commerce site users may seek to form and maintain a positive image and 
reputation for their online identity because they believe doing so will increase their 
opportunities to receive help when needed and receive better product offers in the 
future. Furthermore, helping other users could represent a method of improving one’s 
self-image, which is an important benefit of social networking sites (Ekinci et al. 
2016). Therefore, when building a successful s-commerce site, site owners should 
promote user’s beliefs that they will be well recognized and well respected if they 
contribute to the online community.  
 




Multiple vendors sell their goods and services on s-commerce sites. Furthermore, 
successful s-commerce sites not only have more buyers but also attract more sellers. 
User evaluations of vendor persuasion attempts may represent a critical variable for 
sales performance and word-of-mouth referrals; however, prior studies regarding s-
commerce have not sufficiently focused on the influence of attitude toward persuasion 
attempts (de Matos et al. 2009; Lin et al., 2014). Our results demonstrate that 
satisfaction with an s-commerce site may not be sufficient to stimulate purchase 
intentions. However, high satisfaction may be sufficient to affect the intention to share 
knowledge about the product because attitude toward persuasion attempts did not 
exert a moderating effect on the relationship between satisfaction and intention to 
share knowledge. 
Two potential explanations are provided for the results of this study. First, the 
intention to share knowledge could be positive, neutral, or negative; therefore, s-
commerce users might be willing to share their knowledge of a product as long as 
they are satisfied with the site. Therefore, whether users have positive attitude toward 
a vendor’s persuasion attempt does not moderate the effect of satisfaction on the 
intention to share knowledge. Second, according to Bandyopadhyay and Martell 
(2007), attitudinal loyalty measures the consumer’s strength of feeling toward a 
product and/or brand. Behavioral loyalty measures the consumer’s actual behavior, 
such as purchasing behavior. Purchase intention is thought to require a greater 
commitment from consumers (Jeon and Hyun 2013); therefore, although consumers 
will share knowledge as long as they are satisfied with the site, they will not form an 
intention to purchase unless they have a positive attitude toward a vendor’s persuasion 
attempt. Because prior studies have not analyzed these two relationships, our 





6.4 Practical implications 
Since the introduction of e-commerce, consumers have changed their behaviors 
according to the benefits that those behaviors provide, such as by comparing products 
online and reading reviews. Retailers have also adjusted their strategies and offers 
based on the development of technology and changing consumer behavior. E-
commerce has multiple subset platforms that contribute to overall online sales growth. 
One of these platforms is s-commerce. Studies have shown that consumers who use s-
commerce have several characteristics that marketers should be aware of. For 
example, they are often equipped with relatively high product knowledge and greater 
bargaining power because they can purchase from various channels. Additionally, 
they value convenience, and recommendations from peers, and they are not afraid to 
try different brands / products (Kim and Park 2013). Promoting products to online 
consumers is challenging for marketing managers because competition is intense. In 
addition, numerous barriers are observed to building a successful s-commerce site. 
This study presents three recommendations to practitioners who want to attract more 
consumers to use their social networks, social media, and s-commerce platforms.  
First, this study’s results have shown that it is imperative for s-commerce 
providers to build a trustworthy platform for consumers. When site is built on trust 
and social exchange, its reputation attracts genuine and high quality contributions 
from users that are likely to maintain a long-term virtuous circle given user 
satisfaction and user intention. In other words, this platform should encourage users to 
behave in a reciprocal way. Furthermore, consumers like to be recognized for their 
input when they make a contribution, such as by earning progressive badge after 
writing a certain number of reviews and earning expert status on certain product 
categories. Practitioners who want to attract more consumers to their s-commerce 




between users and vendors. These managers should stress that they have a transparent 
system that can allow users to build their reputations. In addition, managers should 
emphasize that site users are willing to help other users and behave reciprocally. 
Managers who oversee s-commerce sites can share reputable users’ testimonials 
regarding how they have shared or received offers from other users and vendors. 
Furthermore, if a feedback system is available, then practitioners should provide 
rewards, such as discounts and vouchers, to users who regularly assist other users and 
contribute to the community. All these factors contribute to the satisfaction of s-
commerce site users, which subsequently affects their intention to purchase and to 
share knowledge. This implication can be applied to a range of online s-commerce 
platforms a key feature of s-commerce is social interaction (Xiang et al. 2016). 
Additionally, some marketing programs are quite universal in terms of setting. For 
example, in a typical loyalty scheme, consumers would win points after making a 
purchase or other nonmonetary contributions.  
Second, this study’s results show that to satisfy users, s-commerce providers 
must carefully consider elements such as their platforms’ user-friendliness and 
utilitarian value. In other words, when developing an s-commerce site, practitioners 
should ensure that their platform is both easy to use and useful. This includes the 
platform’s ability to allow users to exchange information, the ability to search for 
deals, and the ability to effectively and productively make purchases. For example, 
24-hour online customer service teams can address users’ questions, thereby making 
the site easier to use. Well-designed one-click buying and price comparison functions 
are useful because these functions allow users to be more productive and efficient 
when shopping for deals and communicating with other users. Managers and retailers 
can also offer click-and-collect programs to online community members as an extra 




the cheapest delivery option; hence, as many as 69% of online shoppers use click-and-
collect (Mintel, 2016).  
Third, to further stimulate satisfied users to have stronger purchase intentions, 
vendors on s-commerce need to work on their persuasion techniques. Based on this 
result, vendors on s-commerce sites should improve their marketing communication 
strategies by utilizing their knowledge of consumers, products, and persuasion 
techniques. Identifying potential consumers through research, understanding the 
features of competitors’ products, and designing suitable communication messages 
are crucial for vendors to successfully sell their products. Because 95% of Internet 
users have made purchases online and many online users are members of loyalty 
programs (Mintel, 2016), vendors on s-commerce platforms should be able to gain 
insight into how to persuade online users more effectively by studying data such as 
online traffic and click-through-rate. For example, studies have shown that price is 
often online consumers’ main concern. Because consumers can easily compare prices 
on s-commerce platforms; managers should highlight their products’ financial value 
(e.g., price and value-for-money) while also being aware of price promotion activities 
from competitors to maintain and attract potential consumers.   
If an s-commerce site receives posting fees or commissions from vendors, s-
commerce site managers may also want to help vendors improve users’ attitude 
toward a vendor’s persuasion attempt. Managers can contribute to the performance of 
vendors and the s-commerce site by providing training sessions for the design of 
effective communication messages, providing templates for the aesthetic presentation 
of products, and helping vendors understand users’ preferences. For example, Ebay 
offer suggestions and templates to assist vendors selling their products more 
effectively, while Amazon offers free delivery options for all Prime members even 






7.1 Academic contributions and managerial implications  
In conclusion, this study contributes to our understanding of the relationship between 
s-commerce and consumers in a virtual market context. This study adds new insights 
to the literature in several ways. First, it proposed and examined an extended SET 
model to investigate the factors that contribute to Korean users’ satisfaction with s-
commerce sites and their behavioral intentions, i.e., intentions to purchase and to 
share knowledge. Second, previous studies’ findings on the effect of online 
persuasion have been mainly circumstantial. This research confirmed that a user’s 
attitude toward a vendor’s persuasion attempt moderates the relationship between 
satisfaction and intention to purchase but not the relationship between satisfaction and 
intention to share knowledge. Third, this study further examined the influences of 
SET beliefs (i.e., reputation, trust, and reciprocity) and s-commerce site usability (i.e., 
perceived ease of use and perceived usefulness) on consumers’ satisfaction with s-
commerce sites. In addition to supporting their effects, we also compared our findings 
with results of previous studies. 
This study also provides some insights to practitioners regarding marketing 
products in an online environment. First, to satisfy users, s-commerce platform 
managers must provide utilitarian benefits, such as ease of use, as well as social 
benefits, such as promoting users’ interaction with one another. Second, when 
communicating with potential customers, vendors on s-commerce sites must help 
users form positive attitudes regarding their persuasion attempts. In other words, 
vendors must be knowledgeable about consumers’ preferences, the characteristics of 





7.2 Limitations and future studies 
Although this study makes several contributions to the related literature, it also 
includes certain limitations. First, as of 2017, South Korea has more than one mobile 
device per mobile subscriber and 76% social network penetration, which makes it a 
suitable environment for this study. The sample of participants might be a reflection 
of online shoppers who use smartphones and connect to SNS in South Korea, which is 
better known for the early development of s-commerce than other parts of the world. 
Thus, South Korea; it is not representative of the worldwide population. To increase 
the generalizability of this study’s proposed framework, future research might 
consider doing multi-national studies. Researchers might want to test this study’s 
framework by including participants from other developed countries, such as the G8 
countries, or other Asia-Pacific regions, such as Hong Kong, Singapore, and Taiwan.  
Second, most of this study’s participants were younger than 35 years old. 
Although younger consumers tend to use s-commerce more often than older 
consumers, the demand by older customers may increase in the future because of the 
recent increase in popularity of s-commerce among older consumers. A future study 
that focuses on older or aging consumers’ online behaviors or key psychographic 
characteristics would be valuable for academics and practitioners because this 
consumer segment has been growing, and the factors that contribute to their s-
commerce usage behavior may differ from those of younger consumers. In particular, 
future research could consider incorporating perceived risks of shopping online into 
this study’s proposed framework when studying aging consumers’ behavioral 
intentions because aging consumers tend to evaluate risk differently than younger 




Third, this study collected data from Korean consumers using an on-site 
sampling method. Our approach has limitations in that it might not include individuals 
who may be more willing to respond to an online survey. Additionally, as Straub and 
Burton-Jones (2007) suggested, respondents to a self-administered questionnaire 
might inflate their responses due to social desirability. Future research on this topic 
might want to recruit participants by using online surveys and compare those findings 
with this study’s results. Furthermore, apart from measuring behavioral intentions, it 
will be useful to try to obtain data regarding consumers’ actual usage behavior as this 
removes the issues relating to participants’ tendency to inflate their responses when 
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Table 1- Sample profile (n= 471) 





Between 19-25 years old 45 
Between 26-35 years old 39 
Between 36-45 years old 10 
Above 46 years old 6 
Education 
Undergraduate and below 57 
Graduate and above 43 
Overall internet usage 
experience (year) 
Less than 3 years 1 
4 to 6 years 10.8 
7 to 9 years 49.5 
10 to 12 years 35.4 
13 years or more 3.3 
s-commerce usage 
frequency in the past 
year 
Very rarely  1.5 
Rarely  6.8 
Occasionally  44.8 
Very frequently  35.2 
Always 11.7 
Occupation  
Freelancer  7.9 
Homemaker 12.9 
Manufacture sector 4.7 
Other / Retired  1.7 
Public sector  7 





Table 2. Descriptive analysis of the measures (n= 471) 
Construct /  
Adopted from 
Items 
Trust (T) / Shiau and 
Luo (2012) 
T1: I have trust in s-commerce site X.
1
 
T2: S-commerce site X gives me a trustworthy impression. 
T3: S-commerce site X gives me a feeling of trust.  
Reputation (Rep) / 
Shiau and Luo 
(2012) 
Rep1: Sharing information on s-commerce site X improve my 
image. 
Rep2: People in our life who share their information on s-
commerce site X have more prestige than those who do not. 
Rep3: Sharing information on s-commerce site X improves others 
recognition to me. 
Rep4: I earn respect from others by sharing my information on s-
commerce site X. 
Rep5: Sharing my information on s-commerce site X would 
enhance my personal reputation.
2
  
Reciprocity (Reci) / 
Shiau and Luo 
(2012) 
Reci1: When I share my information on s-commerce site X, I 
believe that I will receive other information from vendors. 
Reci2: When I share my information on s-commerce site X, I 
believe that my queries for information will be answered in future 
on online group buying vendors. 
Reci3: When I share my information on s-commerce site X, I 
expect to get respond when I need from vendors. 
Reci4: I find that my participation in the sharing of information on 
s-commerce site X can be advantageous to me and from vendors. 
Reci5: I think that participating in the sharing of information on s-
commerce site X can improve the reciprocal benefit.  
Satisfaction (S) / 
Shiau and Luo 
(2012) 
S1: I feel very satisfied with my overall experience s-commerce 
site X. 





S3: I feel very contented with my overall experience s-commerce 
site X. 
S4: I feel absolutely delighted with my overall experience s-
commerce site X. 
Perceived usefulness 
(U) / Yen et al. 
(2010) 
E1: I believe the use of s-commerce site X would improve my 
performance when participating in s-commerce activities.   
E2: I believe the use of s-commerce site X would enhance my 
effectiveness when participating in s-commerce activities.   
E3: I found s-commerce site X useful when participating in s-
commerce activities.    
E4: I believe the use of s-commerce site X when participating in s-
commerce activities would increase my productivity.    
Perceived ease 
usefulness (E) Liao 
et al. (2007) 
U1: Instructions on using s-commerce site X is clear and 
understandable.   
U2: Using s-commerce site X does not require a lot of my mental 
effort. 
U3: I find it easy to get s-commerce site X to do what I want it to 
do. 
U4: I find s-commerce site X to be easy to use.  
Intentions to 
purchase (IP) / Kim 
and Park (2013) 
IP1: I am likely to purchase product / service on s-commerce site 
X.  
IP2: Given the opportunity, I would consider purchasing products 
on s-commerce site X in the future. 
IP3: It is likely that I will actually purchase product on s-commerce 
site X in the near future. 
IP4: Given the opportunity, I intend to purchase products s-
commerce site X.  
Intentions to share 
knowledge (ISK) / 
Erden et al. (2012) 
ISK1: I try to share knowledge about Product X
3
 with online 
community members. 
ISK2: I plan to share knowledge about Product X with online 
community members. 




from news, magazines and journals with other online community 
members 
ISK4: I openly share my photo and camera related Product X or 
know-how with community members.  
Attitude toward 
Persuasion Attempt 
(A) / Predegast et al. 
(2010) 
On s-commerce site X, … 
A1: I feel the product information given by Vendor X
4
 is strong. 
A2: I feel the product information given by Vendor X is 
convincing. 
A3: I feel the product information given by Vendor X is 
persuasive. 
A4: I feel the product information given by Vendor X is powerful. 
1.
 In the survey, ‘S-commerce site X’ refers to the s-commerce site last visited by the respondents.  
2.
 Questions in italic were eliminated due to low contribution.  
3.
 In the survey, ‘Product X’ refers to the product last viewed by the respondent.
 
4.




Table 3- Correlations and Descriptive Statistics 
 Mean SD CrA CR AVE √AVE T Rep Reci U E S IP ISK A 
T 3.02 .86 .91 .87 .64 .80 - .68* .65* .57* .41* .52* .58* .54* .59* 
Rep 3.06 .85 .89 .89 .67 .82 .68* - .58* .54* .45* .52* .64* .62* .52* 
Reci 3.36 .79 .90 .92 .69 .83 .65* .58* - .61* .49* .51* .50* .67* .55* 
U 3.69 .67 .73 .86 .61 .78 .57* .54* .61* - .50* .86* .53* .54* .54* 
E 3.66 .86 .89 .89 .74 .86 .41* .45* .49* .50* - .55* .45* .45* .47* 
S 3.25 .80 .87 .87 .64 .80 .52* .52* .51* .59* .55* - .63* .56* .61* 
IP 3.29 .83 .75 .92 .75 .87 .58* .64* .50* .53* .45* .63* - .51* .51* 
ISK 3.28 .83 .89 .89 .68 .82 .54* .62* .67* .54* .45* .56* .51* - .45* 
A 3.32 .84 .93 .93 .76 .87 .59* .52* .55* .54* .47* .61* .48* .45* - 
MV       .02 .03 .01 .001 -.13 .01 .02 .05 .04 
 
1. T= trust; Rep= reputation; Reci= Reciprocity; U= perceived usefulness; E= perceived ease of use; S= satisfaction; IP= intentions to purchase; 
ISK= intentions to share knowledge; A= attitude toward persuasion attempt 









H1: T             S .32(7.7)*** Support  
H2: Rep         S .21(3.95)*** Support  
H3: Reci        S .11(2.36)* Support  
H4: E             S .12(2.73)** Support  
H5: U            S .12(2.48)* Support  
H6: S          ISK .31(4.37)*** Support  
H7: S          IP .33(4.78)*** Support  
R
2 
(IP) .40  
R
2
 (ISK) .70  
- T= trust; Rep= reputation; Reci= Reciprocity; U= perceived usefulness; E= perceived ease 
of use; S= satisfaction; IP= intentions to purchase; ISK= intentions to share knowledge; A= 
attitude toward persuasion attempt; H= high positive persuasion attitude group; L= low 
persuasion attitude group 
- 
+

























































To use a social exchange framework to 
understand how trust in economic incentives 
plays a role in facilitating electronic commerce 
over the Internet 




To compare perceptions of trust and privacy 
concerns, along with a willingness to share 
information and develop new relationships in 
social networking sites 





To examine the impact of technology acceptance 
factors and social factors on online group buying 




To investigate the determinants of user 
acceptance of online social networks, with 
attention given to the effects of social influence 
Shiau and Luo (2012) 
Online group 
buying 
To examine factors (i.e., trust, reciprocity, 
reputation, and creativity) that influence 
consumer satisfaction and continuous use 
intention toward online group buying.  
Chang et al. (2013) 
Online 
shopping  
To test different mechanisms’ abilities to build 
trust online and their interactions 
Chen et al. (2015) 
Online 
shopping 
To test the moderating effects of trust propensity 
and gender on the influence of perceived benefits 
on users’ intentions to purchase 
Cheung et al. (2015) 
Social 
network sites 
To investigate the impact of social influence, 
perceived benefits, and perceived costs on users’ 
self-disclosure behaviors 
Yu et al. (2015) 
Virtual 
community  
To examine consumer software piracy in virtual 
knowledge-sharing communities by integrating 
heroism and social exchange 
 
